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Market Criteria Data of the Client: people 
who like to go on excursions 



Selected Market: 
Cruise goers who 
like to go on 
excursions 
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Character Portrait Segmenting System 








36 

r 


Client Action: Advertise to 
different Character Portrait 
classification using key words 
for each Character Portrait 








42 Character Portrait Data of the Market 3g 
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Decision 
Criteria of the Client: 
Character Portraits of 
people who like to go 
on excursions 
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Client Decision: 
keywords to use in 
marketing to 
appeal to the 
selected Character 
Portrait 
classifications 
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Characteristic Data of the Market: 
Cruise goers 




FIG. 3 



